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Creative Development and Proposal 
By 

Mary Lou Floyd 



ShopByBrands is... 

...a new and faster way to initiate a more satisfying 
online shopping experience. www.ShopByBrands.com 
is an e-selling destination on the web that: 

1) consolidates virtually all brand name companies 
onto one site, greatly simplifying the searching and 
locating of brand name web sites and' 

2) provides an enhanced marketing environment, 
allowing consumers to skip corporate homepages and 
site maps and get right to the shopping information 
they're looking for. 



Why ShopByBrands? 




BECAUSE 
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# consumers have more impactful brand experiences on the 
web, they need to be provided a more efficient way to 
locate brand web sites 

consumers begin their online shopping by searching for 
brands on search engines, they need help in recalling brand 
names and then sorting through search results 

§ brand names are increasing their use of the web to develop 
and improve brand loyalty, they need to combine their 
online and offline marketing efforts 



8 Consumers prefer to shop and buy direct from brand name 
companies 

i Consumers feel brand web sites offer convenience, best 
price and most complete selection of merchandise 
As the dotcoms fade, brands are becoming the great 
differentiator on the web 

? 81% of consumers rank trust in the brand name as the 
most influential factor in their online shopping experience 

$ Brand awareness is higher on the web than in a brick and 
mortar environment 

i Major U.S. brand companies have an average of 6 web sites 




1. Brand Web Sites 





2. Brand Names Search 

I Search is offered more often on retail web sites than 
personalization, chat and comparison shopping 

'£ Consumers search for trustworthy brands even if the prices 
are higher 

I 93% of searches on B2B e-commerce sites failed 

l 56% of searches on B2C catalogue sites failed 

t Experiential branding on the rise, although not always 

under the brand's control on the web 
£ Impatient consumers don't want to search wide f6r new 

brands; evoke a set of recalled brands they are already 

aware of 

8 Consumers don't really want to search for brands and 
products; just want to go straight to the site 
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Search Scenarios 

S Brands not easy to spell 

1 Hartmann or Hartman ? 

I Weber or Webber ? 
1 Brand names not easy to remember 

1 Timberland or Timberline ? 
1 Cant remember all or any brand names 




Search Scenarios 

% Well known, easy-to-find Brand Name 

s www.att.com 

f www.macys.com 
€ Brands known by more than one name 

I GE or General Electric 

1 A/X or Armani Exchange 
% Brands with the same name f 

i Delta (airline or faucet?) 

i- Lowes/Loews (hardware or movie theaters?) 



1 ■ Well-known easy-to-f ind brand names 
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Starch Books! 



Mobil* Stora: shop for AT&T Phones & Plans at Yahool Mobile Store Store 
Auctions: over 30 AT&T on Yahool Auctions 
YaDow Pages: find an AT&T anywhere in the U.S. 
Financial Info: AT&T headlines 
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* Telecom > AT&T 

• Cellular Providers * AT&T Wireless 



1 -4of7 | Next 3 > 

Cable Operators > AT&T Broadband 
Network Service Providers > AT&T 
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• Free Phone Plus Free Off-Peak Calling - Free Nokia sies. no rebate required, ucei. ... 



2. Brands known by more than one name 




Google ^ 



Google Search | 



Category. Business > Industries > Manufacturing > Consumer Product 8 

Show stock quotes for 
GE (General Electric Company) 

GE Home page . We bring oood things to life 

... 1. Select Product Type GE Silicones Americas ... 

Description; Producle and services including coneumei appliances and repair, lighting products 
for home improvement., , 

Category: Buainoae > Industries > Manufacturing > Consumer Pre duel s 

www ge.corV • 8t V ■ 24 Mar 20TJ2 - Cached - Si milar pg g fig - Siock quotov GE 

GE Pond 

GE Home GE Business Corporate Info GE in the Community 
GE Fund GE Eton PhiHippe Awards. GE Sleek, ... 

www.ge.ton/commumly/tund/ • ZJk - 1*4 Mar - Cached • Simitar page; 

I Mora mum frcm Ywwgg.coHi | 



Sponsored bnks 
500 .000 + Appliance Parts 

20.000*- P*it Ft.o!«*. Htpjn Http 
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www. (epairciinic.com 



See your message Here 



3. Brands with the same name 
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altavista 

f W#^|:imag» , ,Ci- 'Audto'-!'. : - Video; Directory 'News 
Others lurched for defta ^ t rf irm * delta forge 
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Put this|f inV Wireles^ 
Video Camera AMYWHERE!! 



Products and Services i«f» 

Fountain Pen Showcasa ■ Delta 

Showcase of fine writing instruments for 54 fears, We offer pens from Delta and over 30 
manufacturers at discount prices. Extensive inventory of limited edition and vintage pens. 

Find Paha Products- tl TooHflmg.com 

Stressed about remodeling your home? Oonl spend sil day in stores agonizing over what to buy. 
Shop st TooHome and find bathroom and kitchen products, lighting and home entertainment ideas. 

Pitta Faucets 

Lowest, low prices on Delia faucets. Seme-business-day shipping. The tergest Delta faucet 
selection. The fastest faucet service. 



4. Brands not easy to spell 




SPONSORED SEARCH LISTINGS NOJU »» 

l - Hgrtman On Sale at trv't - Th« Midwvtt'c larger* HMtnw 4a*Ur h«« an>«ting tfitcountt, fr... 
a - l"800"Lu QQeqexom - An taiv »av to buy brand nam* ruggagi and cm*, at guarantetd lov prtc. 
a - Hartmann luggage - in Qaojh • w» fh»» (in gr«tt d«pth) M.itm.m/t b*rt Th* it>t»*»... 

ST»AT ne»e- Hartmann LugqagB 

WES MOULTS (Showing A«*ulu I 10 of 992.303) 

1- Hartman Center for sates. Advartisino ft Marfemin o History - Kara Book, Manuscript, 
and Special Collections Library, Duke University The Hartman Center of the Duke 
University Libraries is one of the nation's pre-eminBnt programs for the study of 
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Done 



Best Available Copy 
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3. Online/Offline Web Marketing 

£ Customers prefer brands with both online and offline 

components reachable anytime and anywhere 
8 Brand web sites influence in-store purchases 

( 72% of consumers prefer to browse and comparison shop on 
web 

l 84% prefer to buy in the traditional manner 
I Flexibility of shopping online and purchasing and fulfillment 
at brick outlets 




Best Available Copy 
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Next Steps... 

1. With concept proposal, URL and patent, secure 
VC funding to research and complete business 
model, build search engine and launch as its own 
company and web site 

2. With proposal, URL, patent, business model and 
search engine, sell to a community or media web 
site for Its own launch 

3. Execute the entire project on staff at a 
marketing, community or media internet confpany 

4. Partner with friends and peers involved in the 
industry 



Best Available Copy 
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PATENT APPLICATION INFORMATION RETRIEVAL 




PATENT APPLICATION Number: 09/681,629 
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{Shop by biM<UUit»in«t (onllnt) portal 
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Search results for applicat ion nu mber: 09/681,629 

'05*26.000 




pREPOSiTORY CENTRAL FILES OVERFLOW 
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[Examination 
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Research sources: 

£ Forrester Research Inc. Technographics Study 

I Creative Good Research 

1 American Express Survey 

1 Columbia Business School and Wharton School 
ongoing study 

I University of Auckland Study 

1 ANA Website Benchmarking Survey 

1 Sears.com data 



Forrester Research Inc. Technoaraohics Study 

prefer to shop and buy direct from brand name companies 

-want brands with both online and offline components reachable anytime 

and anywhere 

have more impactful brand experiences on the web 
begin their web shopping by searching for brand names on search engines 
Best price, most complete selection and convenience 
offered more often on retail web sites than personalization, chat and 
comparison shopping 
- 93% of searches on B2B e-commerce sites failed 
American Express Survey t 

81% of consumers rank trust in the brand name as the most influential 
factor in their online shopping experience 

72% of consumers prefer to browse and comparison shop on web; 84% 
prefer to buy in the traditional manner 



Brand web site influences in-store purchases 

pick up and return, purchases purchases on the web to brick outlets - 

sears.com data 

As the dotcom era fades to the background, Brands are becoming the 

great differentiator between web sites today 

Experiential branding is on the rise although ifs not always under the 

brand's control on the web 
ANA Website Benchmarking Survey 

Major U.S. brand companies, have an average of 6 web sites 

Major increase in use of web to develop and improve bran^ loyalty 
University of Auckland Study 

Brand awareness is higher on the web than in a brick and mortar^ 

environment ^ 



Columbia Business School and Wharton School ongoing study 
Impatient consumers don't want to bother searching widely for new 
brands; searching for evoked set of recalled brands they already are 
aware of 

search for trustworthy brands even if the prices are higher 
don't really want to search for brands and products, just want to go 
straight to the site 
Creative Good Research 

* 56% of searches on B2C catalogue sites failed 
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